THE ROLE OF TOURISM STAKEHOLDERS IN SPORTS EVENTS: THE AMERICA\u27S CUP COMPETITION by Amparo Sancho Perez & Gregorio Garcia Mesanat





ULOGA TURISTICKIH DIONIKA U SPORTSKIM DOGADANJIMA:
J ' NATJECANJE ZA AMERICKIKUP
THE ROLE OF TOURISM STAKEHOLDERS IN SPORTS EVENTS:
I THE AMERICA'S CUP COMPETITION
SA¿ETAK: Ovaj Clanak analizira utjecaj sportskog dogadanja AmeHÈki kup na strukturu grada, u
ovom sluCaju Valencije (Spanjolska). Prateéi regatu ocijenjene su razliáite percepcije i oCekivanja dio-
nika (zainteresiranih). Ovaj ¿lanak predstavija metodologiju koja se koristila za ocjenu misljenja dionika
i otkriva koliko su zadovoljni s ovim dogadanjem. Prezentirani model sadrzava statistiíke razlike izmedu
vidljivog negativnog i pozitivnog utjecaja uoCenog i neuoCenog od strane dionika.
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ricki kup
SUMMARY: This article analyses the effects of a sports event. The America's Cup, on the
underlying structure of a city, in this case Valencia (Spain). Different stakeholders' perceptions and
e.xpectations are evaluated following the regattas. This article presents the methodology used to value
stakeholder opinions and also reveals how satisfied they are with the event. The model presented in the
paper captures statistical differences between the markedly negative and positive impacts perceived and
not perceived by stakeholders.
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UVOD
Kada se predstavija sponski dogadaj.
slika koja se stvara u ljudskoj svijesti je do-
brobit koju bi grad mogao osjetiti kao re-
zultat udomacivanja dogadanja. "toboínji
grad" (Palou, 2006), Ljudi osjecaju da ih
protnatra cijeli svijet i transíomiraju svoje
psihiCke i mentaine scenarije o sposobnosti
samopredstavljanja kako bi privukli tu po-
zornost (Silva, 2006; Smith, 2006).
Bilo kako bilo, kada grad odluCi ugostiti
vaztio sportsko dogadanje, uzet ce u obzir
kako raziiôiti dionici opazaju i inierpreliraju
sto se dogada. (Buzinde i drugi, 2006).
Uljepsavanje grada za vcliko dogadanje la-
zlog je za buduci urbani razvoj (Smith.
2005; Silva, 2006). Grad se dotjeruje, uljep-
§ava i poslaje izazovniji za dogadanje...
potraga za savrácnstvom (Echtncr i drugi,
1993). Sto je sa drugim gradom koji se nc
pojavijuje na fotografijatna, a koji je stva-
ran, ali skrivcn i nevidljiv? Kako mozetno
sjedinili sportski uspjeh i stavove iokainih
stanovnika? (Richards, G. i drugi, 2006;
Smith, A.. 2005).
Ova su pitanja bez sumnje povezana s
lime kaki) se osjecaju dionici i koliko su
ukljuCeni u dogadanje. (Lee, 2005).
Ovaj éianak predstavija analizu znaCaja
Americkog kupa za Valenciju, postindustrij-
ski grad koji sc uvijek okretau pretna moru.
Prvo. promatranja su naptavljena s ciljetn
analiziranja sudjelovanja dionika u dogada-
nju i kako je to njihovo sudjclovanje pove-
zano sa samim dogadanjem.
Da bi se postigao ovaj cilj, provcdeno je
metodolosko istrazivanje kako bi se dobili
odgovori §to razlifiiti dionici (vlasnici, lo-
kalno stanovnistvo. sportski timovi. viada,
sportski klubovi i timovi) misle o dogada-
njima koja su do sada odráana i kakva su
njihova razmisljanja o sportskini dogada-
njima u cjclini.
INTRODUCTION
The image that begins to take shape in
people's minds when a sports event is pre-
sented is a recreation of what the city could be-
come as a result of hosting it, "the pretend city"
(Palou, 2006). People feel they arc being ob-
served by the entire world and transform their
physical and tnental scenarios of self-repre-
sentation in order to attract that attention
(Silva, 2006; Smith, 2006).
However, when a city decides to host an
important sports event will take into account
how the different stakeholders perceive and
interpret what is happening (Buzindc et ai.,
2(X)6). Making the city more beautiful for the
big event is a reason for future urban develop-
ment (Smith, 2005; Silva. 2006). The city's
physical appearance is inade more stylish,
beautiful and evocative for the event...the
search for perfection (Echiner el al., 1993).
What about the other city that does not appear
in the photograph and which is real but hidden
and Invisible? How can we combine sporting
success and residents' views? (Richards, G. et
al. 2006; Smith, A,, 2005).
These questions are undoubtedly related to
how the stakeholders feel and how involved
they are in the event (Lee, 2005).
This article presents an analysis of what the
America's Cup has meant to Valencia, a post-
industrial city that has always turned its back to
the sea. Firstly, observations have been made
In order to analyse how stakeholders have par-
ticipated in the event iuid how this participation
is linked to the event itself.
In order to achieve this goal, a methodo-
logical study has been carried out to obtain an-
swers on what different stakeholders (business
owners, local residents, sports teams, the gov-
ernment, sports club and teams) think of the
events that have been held to date and their
opinion regarding the sports event as a whole.
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Naposijetku, istrazivanje predlazc model
baziran na uobiCajenim razlikama kojima je
moguce procijeniti razliku izmedu pcrccp-
cija i stvarnosti ponaSanja slijedeci ranija
dogadanja, Rezultati dobiveni modelom su
jako zanimljivi jer omogucuju ocjenjivanjt
zadovoljstva iokalnog stanovnistva i podu-
zetnika s dogadanjima. Ovo istrazivanje je
ograniíeno Cinjenicom da nijc dobivena ni-
kakva inforniacija vezana uz turiste, a raz-
lozi su izvan kontrole autora.
Finally, the study proposes a model based
on causal differences that is capable of assess-
ing the differences between perceptions and re-
alities conducted following the pre-events. The
results obtained by the model are very inter-
esting as they make it possible to appreciate
how satisfied local residents and business own-
ers are with the event. This study is however
limited by the fact that no information regard-
ing tourists was obtained for reasons beyond
the control of the authors.
AMERICKI KUP I ULOGA
DIONIKA
Natjeeanje Ameriâki kup ima povijest
du?,u od 150 godina i najstarije je sportsko
natjeeanje tog tipa na svijetu, Takoder je
medunarodno najpoznatije jedriliöarsko do-
gadanje.
Prvi sponzor ovog dogadaja bio je gos-
podin Lipton sa svojim brodom "America",
Godine 1983, Louis Vuitton posudio je
svoje ime tom natjecanju. Svicarska pobjeda
2003. godine bila je vazan trenutak za grad
Valenciju, zato jer je Svicarska kontinen-
lalna zemlja, bez izlaza na more. Sioga je
odrzan procès odabira prikladnog mjesta za
odrzavanje Americkog kupa kako bi
Svicarska obranila svoj naslov, Odabir je
ukljuCivao 60 europskih gradova. Valencija
je izabrana najvise zbog sljedeóih razloga:
vremenskih uvjeta za jedrenje, promjene
luke, geografske lokacije grada (blizina za
30 milijuna Europljana), dugaCke pomorske
tradicije i organizacijskog kapaciteta dina-
mi¿nog grada. U tom 32. izdanju natjecati
ce se 12 timova sa svih pet kontinenata.
Lokalnoj vladi je jasno da uspjeh doga-
danja ovisi o lome kako je dogadanje uskla-
deno s gradom, Svaki dionik mora igrati
neku ulogu u uspjehu dogadanja. Uzimajuci
u obzir dionike i njihova misljenja moze se
odredili je li dogadanje uspjesno ili neuspje-
sno,
U ovom istrazivanju promatrani su slje-
deói dionici: javni sektor, lokalna zajednica.
THE AMERICA'S CUP AND THE
ROLE OF STAKEHOLDERS
The America's Cup competition has a his-
tory of more than 150 years and is the oldest
sports competition in ihc world. It is also the
most internationally recognised sailing event.
Mr. Lipton was the first sponsor of the
event with his boat "America". In 1983, Louis
Vuitton lent its name to tlie challenger compe-
tition. The Swiss victory in 2003 was an im-
portant moment for the city of Valencia, as
Switzerland is landlocked. As a result, a selec-
tion process involving 60 European cities was
held in order to choose the venue for the Swiss
team's defence of the America's Cup. Valencia
was chosen mainly for the following reasons:
the weather conditions for sailing, the trans-
formation of the port, the city's geographical
location (proximity to 30 million Europeans),
ils long marine tradition and the organisational
capacity of a dymimic city. In ihis 32'"' edition,
there will be 12 teams from all five continents.
It is evident for most local governments
that the success of an event mainly de|3ends on
how compatible it is with the city. Every stake-
holder has a part to play in the success of the
event and taking them and their opinions into
consideration can determine whether the event
is a success or a failure.
Tlie following stakeholders have been con-
sidered in this study: the public sector, the local
community, yacht clubs, tourists, the teams, ihe
media, volunteers and the Americas Cup Man-
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yacht kiubovi, turisti, timovi, mediji, vo-
lonteri i menadíment Americkog kupa
(ACM), organizatori dogadanja. Svaki od
ovih dionika ima ulogu u konaCnom uspjehu
dogadanja i te uloge moraju biti unaprijed
definirane.
Metodologija i izvori informacija
Amerióki kup je sportsko/turistiCko do-
gadanje u kojem se istiCu nove tehnologije
jer samo natjccanje utvrduje tehnoloske
standarde (inkorporiranjem inovacija, novih
tehnologija, sportskog know-how-a, itd.).
Vazno je istaknuti Cinjenieu daje uslijed
nedostatka prethodnog iskustva u regiji i Ci-
njenice daje Americki kup kontinuirano, ali
izoiirano dogadanje, tesko na temelju dos-
tupnih informacija procijeniti utjecaj koji 6e
natjecanje imati sa dostupnim informaci-
jama.
Kako bi se to postiglo, koristenje i ob-
jektivnih i subjektivnih pokazatelja smatra
se vaznim da bi se prikupio jasan i kontinui-
rani pregled napretka dogadanja. Sve to trc-
balo bi biti ukIjuCeno u istrazivanje, unatod
Cinjenici da se kod ad-hoc izvora informa-
cija to i zahtijeva.
To podrazumijeva analizu i integralno
modeliranje (vidi sliku I) s dinamiCnom
komparativnom komponentom koja dopusta
dionicima ispravljanje, promoviranje i pla-
niranje njihovih postupaka u svako vrijeme
koristeéi se idealnom situacijom kao mode-
lom (Kozak, 2002).
Analiza pokazatelja
Istrazivanje je bazirano na dobivenim
pokazateljima, prethodno utvrdenim mode-
loni, koji ce se koristiti da bi se postigao
gore opisanicilj.
Oba pokazatelja, i subjektivni i objek-
tivni, rasporedeni su na nekoliko podruCja i
imaju za eilj mjeriti kako dionici opazaju
svoja oCekivanja od Ameriàkog kupa.
agement (ACM), the event organiser. Each of
these stakeholders has a role to play in the final
success of the event which must be defmed be-
forehand.
Methodology and sources of information
The America's Cup is a sporting/tourist
event in which new technologies figure promi-
nently, as lhe competition itself sets techno-
logical standards (by incorporating innovation,
new technologies, sporting know-how, etc.).
It is important to highlight the fact that due
to the lack of previous experience in the region
and the fact that the America's Cup is an on-
going but isolated event, it is difficult to value
the impact the competition will have with the
information available.
In order to achieve this, using both objec-
tive and subjective indicators is deemed im-
portant in order to obtain a clear and continu-
ous view of how the event is progressing. All
these should somehow be included in the
study, in spite of the fact that ad-hoc informa-
tion sources are required to do so.
This implies analysis and integral model-
ling (see Figure ! ) with a dynamic comparative
component that allows stakeholdci's to correct
promote and plan iheir action at all times using
an ideal situation as a model (Kozak, 2002).
Analysis of Indicators
The study is based on obtaining indicators,
previously established by the model, which are
going to be used to meet the objective de-
scribed above.
Both objective and subjective indicators
are distributed across several areas and aim to
measure how stakeholders perceive their ex-
pectations of the America's Cup.
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Slika 1. Metodologija analize
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Ekonomski pokazatelji. Odreduju multi-
plikativni efekt koji se oéekuje da ce Ame-
ricki kup izazvati u vaznim sektorima, kao u
podruCju nekretnina, infrastrukture, stano-
vanja, kafióa i restorana, trgovine, itd. (Au-
strian, Z. i drugi, 2002; Hinch, 2003; Kur-
tzman, 2001). Metodologija koja se kod
toga obiCno koristi je input-output tablica.
Sportski pokazatelji. Odnose se na
problem prikiadnosti objekata, znanje lo-
kalnog stanovnistva o sportu i kulturi doga-
danja i medunarodne reperkusije, sto sve
utjeàe na moguénost organiziranja buduéeg
sportskog dogadanja u gradu (Smith, 2006).
Tehnoloski pokazatelji. Odrazavaju, ovi-
sno o karakteristikama dogadanja, dvo-
smjerni prijenos tehnologije koji se moze
javiti izmedu timova koji sudjeluju i lokal-
nih centara za istrazivanje u vezi s materija-
lima, gradnjom. sportskim tehnikama, itd.
Pokazatelji itnidza. Prepoznatijivost u
krugovima medunarodne trgovine i medu-
narodnih marketinskih kanala, redefínirani
imidz i obnovljeni grad, razvoj novih mogu-
énosti koje daju gradu snazan imidí (Smith,
2005).
Sociokiilturni pokazatelji. Na kraju,
Americki kup je sportsko dogadanje, Sto
znaCi da je najvaíniji dio samo natjecanje i
na koji su naèin grad i navijaôi ukIjuCeni u
dogadanje.
Menadzmentski pokazatelji. Namijenjeni
su za skupljanje jakih i slabih toCaka mena-
dz-menta dogadanja.
Pokazatelji okoline. Proveden je pregled
literature (OECD, 2001; Spanish Ministry
of the Environment, 2003; WTO, 2004).
Uzeto je u obzir da su pokazatelji.usmje-
reni na vrlo objektivna mjerenja bez razmat-
ranja misljenja dionika. Kako bi se to ostva-
rilo, prikupljeni su kvalitativni (svibanj,
1997) i kvantitativni pokazatelji putem
intervjue i ankete.
Economic indicators. Determines the mul-
tiplying effect that the America's Cup is ex-
pected to generate in important sectors such as
real estate, infrastructure, housing, bars and
restaurants, trade, etc. (Austrian, Z et al, 2002;
Hinch, 2003; Kurtzman, 2001). The methodol-
ogy that is generally used lo this end is input-
output tables.
Sporting indicators. Refers to issues such
as the adequacy of facilities, local residents'
sporting and cultural knowledge of the event
and international repercussion, which all influ-
ence the possibility of the host city organising
future sporting events (Smith, 2006),
Technological indicators. Reflects, de-
pending on the characteristics of the event, the
two-way transfer of technology that can occur
between the teams that participate and local re-
search centres as regards materials, construc-
tion, sports techniques, etc.
¡mage indicators. Recognition in interna-
tional trade circuits and international marketing
channels, a redefined image and a renovated
city, development of new abilities giving the
city a strong image (Smith, 2005),
Socioculturat indicators. In the end, the
America's Cup is a sports event, which means
the most important thing is the competition it-
self and how involved supporters and the city
are.
Management indicators. Are aimed at
capturing the strong and weak points of the
management of the event.
Environmental indicators. A review of the
literature h;is been carried out (OECD, 2(X)1;
Spanish Ministry of the Environment, 2003;
WTO, 2004).
It has been taken in consideration that the
indicators are ftKused on very objective meas-
ures, without considering the opinion of the
stakeholders. In order to achieve this, qualita-
tive (May, 1997) and quantitative indicators
have been collected, through interviews and
surveys.
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Tablica 1. Aspekti ocijenjeni od strane svih zainteresiranih





4. Javna poiFosnia na sportsko dogadanje
5. Ulajjaiija u nekrelninc
6. Raspodjela prihoda
7. Zaposliavanje





12. Promjenc u ekonomskim slralepijama
13. Vlasliti prihoü
14, Okruíenje i dostupno.st do mjesta odrzavanja dogadanja
TURISTICKI ASPEKTI




19, TuristiCke Web stranicx
20. Prolesionalni treninp turistiCkih radnika
21. SmjeStaj
22. Resiorani i kafici
IMIDZ
23. Imid/ grada domaéina na nacionalnoj Ijestvici
24. Imidz grada domacina na medunarodnoj Ijestvici
25. Korporaiivni iinidz dogadanja
26. Imidz prcd;2rada firada dom;icina
27. Posebna inlraslrukliiia za dogadunjc
28. Krajolik i prirodna iniegracija
29. Prilikc za buduca dogadanja
SOCIOKULTURNI ASPEKTI





35. Navikc lokalnog stanovni.stva
EKOLOSKI ASPEKTI
36. Javni resur.si za okolis






43. Kvalitcla i opskiba vode za pice
44. Kvaiiteta plaza i prirodnih podritíja
RES COM YC ACT AD TOU
Izvor: vlastila obrada; RES = stanovnici, COM = lokalne tvrtke, YC = yacht klub, ACT = AC
timovi, TOU = turisti, AD = lokalna administracija i ACM
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Table I. Aspects to be valued by stakeholders





4. Public spending on the sports event
5. Real estate investment
6. Income distribution
7. Employment





12. Change in economic strategics
13- Own income
14. Environment and access to the place the event is held
TOURIST ASPECTS




19. Tourist Web Site
20. Professional training of tourisl workers
21. Accommodation
22. Restaurants and cafés
IMAGE
23. Image of the host city on a national scale
24. Image of the host city on an international scale
25. Corporate image of the event
26. Image of the suburbs in the host city
27. Specific infrastructure for the event
28. Landscape and environmental integration
29. Opportunities for future events
SOCIOCULTURAL ASPECTS
30. Cultural and recreational resources in the host city




35. Local residents' manner
ENVIRONMENTAL ASPECTS
36. Public resources for ihe environment






43. Drinking waler quality and supply
44. Quality of beaches and natural areas
RES COM YC ACT AD TOU
Source: own elaboration: RES = Residents, COM = Local companies, YC = Yacht Clubs. ACT =
AC Teams, TOU = Tourists, AD= Local administration and ACM
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Predlozcni pokazalclji moraju procijeniti
niz gledista ukljucenih u Tablicu I.
The proposed indicators must value a series
of aspects included in Table 1 below.
Predlozeni model
Mnogi od predlozenih pokazatelja imaju
poiiiivan udinak na grad domaéina, dok
drugi imaju negativan uCinak, Predlozeni
model sadrzava statistiCke razlike izmedu
izrazito pozitivnih i negativnih uCinaka, za-
pazenih ili nezapazenih od strane dionika
koji nam pru/.a indeks zadovoljstva (IS) koji
je grad osjetio kada se suoCio s aklivnostima
dogadanja i kako su dionici bill zadovoljni s




PlPi broj pozitivnih uCinaka zapazenih od
"i" dioniCara
PINi broj pozitivnih uCinaka nezapazenih
od "i" dionika
g i h tezinski fakior. procijenjen u modelu
izmedu zapazenih i nezapazenih
uiinaka takvih da g + h = I
n tezinski iaktor izmedu negativnih i
pozitivnih ucinaka = broj negativnih
uCinaka u anketi / ukupni uCinci
NIP broj negativnih uCinaka zapazenih od
"i" dionika
NINPi broj negativnih uCinaka ne zapaienih
od "i" dionika
m =1 - n broj pozitivnih uiinaka u anketi /
ukupni uCinci
IS rezultati trebaju biti visoko pozitivni
brojevi, sto pokazuje da dionici zapazaju
sve pozitivne aspekte dogadanja, ah ni jedan
negativan, podrazumijevajuci daje dogada-
nje u potpunosti prihvaceno, Visoki nega-
tivni broj bi znaCio da dionici primjecuju
samo ncgativne strane dogadanja i ne uspi-
jevaju zapaziti bilo koje pozitivne strane, Í
stoga bi odbili dogadanje.
The Proposed Model
Many of the proposed indicators have a
positive impact on the host city, while others
have a negative impact. The proposed model
captures the statistical differences between
markedly positive and negative impacts, per-
ceived and not perceived by stakeholders,
which provides us with an index of satisfaction
(IS) felt by the city when faced with the event's
activity and how satisfied stakeholders arc witli




PIP¡ Number of positive impacts per-
ceived by the i stakeholder
PIN, Number of positive impacts not per-
ceived by the i stakeholder
g and h Weighting factors, estimated in the
model, between impacts perceived
and not jwrceived such tliat g + h = I
n Weighting factor between negative
and positive impacts = number of
negative impacts in the survey / total
impacts
NIP Number of negative impacts per-
ceived by the i stakeholder
NINPi Number of negative impacts not per-
ceived by the i stakeholder
m = 1 - n Number of positive impacts in the
survey / total impacts
IS scores should range from a high positive
number, which indicates that stakeholders per-
ceive all the positive aspects of the event, but
none oí the negative ones, thus implying tliat
the event is entirely accepted. A high negative
number would mean that stakeholders are suf-
fering all the negative aspects of the event, but
fail to perceive any of the positive aspects and
wouid therefore reject the event.
228 Acta turistica. Vol 20 (2008), No 2. pp Í45-254
Rezultati zagïh dobiveni su procjenom
studije svjesnosti o scenariju 20 simuliranih
destinacija gdje se, zbog pojednostavljenja,
n smatra jednakim m (isti je broj pozitivnih i
negativnih uCinaka). u kojem se stimulira
sest parova rezultata, dodjeljujuci drugaCiju
va?,nost percepciji zapazenih uCinaka (g je
viSe) i ne zapazenih uiinaka {h je vise). Po-
lozaj destinacije znaCajno varira sto su ek-
stremnije vrijednosti g i h. Suprotno, pozi-
cije destinacije su sliCne kada su ^ i /Î u paru
(0,51 - 0,49) i (0.5 - 0,5). Dakako, drugi
sluáaj bi podrazumijevao da ta dva tezinska
faktora ne bi imala utjecaja na rangiranje
destinacije, u sluöaju da drugi rezullati suge-
riraju znaCajne uCinke. U tom sluCaju smai-
ramo daje toCniji prvi par vrijednosti.
Izvori informacija
Analiza utjecaja Americkog kupa na sta-
novnike grada Valencije bazirana je na 400
anketiranih koji su bih rasporedeni po gru-
pama opcina prema popisu stanovnistva iz
2004. godine.
Analiza utjecaja Americkog kupa na sta-
novnike grada Valencije provedena je kori-
Stenjem ankete kao osnove te je bila raspo-
redena u svim gradskim opéinama, kao Sto
se moze vidjeti u Tablici 2.
The scores for g and h were obtained by
means of an awareness study on a .scenario
of 20 simulated destinations where, for rea-
sons of simplification, n is considered equal
to m (there are the same number of positive
and negative impacts), and in which six
pairs of scores are simulated, assigning differ-
ent importance to the perception of per-
ceived impacts (g is higher) and unpcr-
ceived impacts (h is higher). Destination
standings fluctuate markedly the more extreme
the values of g and h are. In contrast, destina-
tion positions are similar when g and h take the
pairs [0,51-0,491 and [0,5-0.5]. However, the
second ca.se would imply that these two
weighting factors would not have any influence
on the ranking of destinations, when the rest of
lhe results suggest significant effects are pro-
duced. In this sense, we consider adopting the
first pair of values to be more correct.
Sources of Information
The analysis of the impact of the America's
Cup on the residents of lhe city of Valencia is
based on 400 surveys stratified by groups of
districts according to the 2004 Population Cen-
sus.
The analysis of the impact of the America's
Cup on Valencia residents was carried using a
survey as a basis that was distributed to all the
boroughs in the city, as can be appreciated in
Table 2.








Podijeljeni u grupe po opéinama
(vidi Tablicu 2 i sliku 1) prema
podacima iz 2004.
¡zvor: ylastita obrada
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400 valid resident surveys
Divided into groups of boroughs
(see Table 2 and Figure 1)
according to data from the 2004
Spanish Population Census.
Source: own elaboration
UnatoÔ tome, naâ tim istrazivaia odiuöio
je grupirati opcinc po geografskoj lokaciji i
strukturi vezanoj uz podruöje gdje ée se
odrzati sportsko dogadanje: luka Valencije i
plaza Malva-rosa s jedne strane i el Saler s
druge strane.
Informacija o tvrtkama dobivena je iz
ankete poslovnog sektora i ponderirana je s
udjelom u BDP-u. Ankcta je dizajnirana za
odgovore u obliku Likertove skale (od I do
5).
U sluiaju ostalih dionika proveden je
intervju s regionalnom vladom, ACM-om,
svim timovinia koji sudjeluju u natjecanju,
yacht klubovima u regiji i volonterima. Tu-
risti nisu intervjuirani. To je nedostatak u
ovom istrazivanju koje se nazalost nije nio-
glo izvrsiti zbog razloga koji su izvan kon-
trole autora.
REZULTATI
Kao prvo, 32. Americki kup bto je naj-
veci do sada s 12 timova natjecatelja. To je
poboljsanje u odnosu na prelhodni Amerióki
kup koji je bio odrzan u Aucklandu (Novi
Zeland).
Ekonomski uiinci
Dodatna potra^nja generirana dogada-
njem dobivena je nizom "igraCa" koji mogu
biti klasifieirani u tri kategorije: sudionici
(sami Clanovi tima i njihovi rodaci), organi-
Notwithstanding, our team of researchers
decided it was worth grouping boroughs by
geographical location and structure in relation
to the area where the sports event is to take
place: the Port of Valencia and the Malva-rosa
Beach on the one hand, and el Saler on the
other.
The information on companies was ob-
tained from a survey that was stratified by
business sector and weighted by share of GDP.
The survey was designed lo obtain answers on
a 1-5 Likert scale.
In the case of the rest of stakeholders, an
interview was carried out with: the regional
government, the ACM, all the teams partici-
pating in the competition, all the yacht clubs in
the region and volunteers. As can be appreci-
ated, tourists were not interviewed. This is ob-
viously a shortcoming in this paper that,
unfortunately, was unable to be undertaken for
reasons beyond the contiol of the authors.
RESULTS
In the first place, ihc 32' America's Cup
was the largest of all time with 12 different
teams participating, bettering the previous
America's Cup held in Auckland (New Zea-
land).
Economics Impact
The extra demand generated by the event is
created by a series of players that can be classi-
fied in three categories: participants (members
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zatori i gledatelji (jahte, domaéi i meduna-
rodni turisti, mediji..), Svi ti "igraCi" zahti-
jevaju smjestaj, opskrbu hranom i picem.
usluge rekreacije, prijevoz do mjesta aktiv-
nosti, sto navodi na potrebu zapoSIjavanja
veceg broja radnika i Sto pojaâava aktivnost
u gradu.
Ekonomski rezultati 32. Americkog kupa
poboljsani su u odnosu na ranije odrzane.
UCinci su procijenjeni na 2,5 milijuna eura
zajedno s otvorenjem 72.500 novih radnih
mjesta, sto predstavija priblizno 2% ukupno
zaposlenih (Agencia Valenciana de Turismo
2007).
Prijcnos tehnologije
Izgradnja konkurentne jahte koja ce su-
djelovati u Amcrickom kupu zahtijeva naj-
suvremeniju tehnologiju, kvalitetne materi-
Jale, ogroman trud u dizajniranju i stoga je
to izuzetno specifiCan zahtjev koji trazi vrlo
specifiCno znanje i iskustvo.
Zbog toga se moze pronaci odredeni te-
hnoloski nedostatak u tvrtkama iz Valencije
te tako one ne mogu zadovoljiti najnovije
tehniCke potrebe timova. Posebno je bio
znaCajan sluCaj "Spanish Challenge". Iako
je jahta spanjolska i iako je izgradena u va-
lencijskom brodogradilistu. tchniCki ele-
menti su bili uvezeni.
Na kraju, vazan aspekt koji se u buduó-
nosti mora uzeti u obzir je taj daje "Spanish
Challenge" potpisao suradnju sa spa-
njolskim institutima za istrazivanja kao sto
su Universidad Politécnica de Valencia i In-
novamar s ciljem razvitka R+D-t-I projekata
kao baze za buduca izdanja.
Âspektî okolisa
Problemi okolisa koji su povezani s gra-
dom primili su najvise kritika od timova
koji su sudjelovali. Negativno ocijenjeni as-
pckti bili su buka, Cistoóa grada, smrad i
kvaliteta vode.
of the teams themselves and relatives...), or-
ganisers and spectators (yachts, national and
international tourists, the media...). All of
these players require accommodation, catering,
recreational services, transport in the course of
the activity, which implies the need to hire
more workers and which boosts activity.
The economic results of the 32nd Amer-
ica's Cup improve on those in previous edi-
tions. The effects are estimated to be worth 2.5
million euros together with the creation of
72,5(X) jobs, which represents approximately
2% of total employment (Agencia Valenciana
de Turismo 2007).
Transfer of Technology
Building a competitive yacht to participate
in the America's Cup requires state-of-the-art
technology, quality materials, enormous design
effort and is therefore highly specific demand
that requires very specific know-how.
Therefore, a certain technological deficit
can be detected in companies from Valencia,
which makes them unable to satisfy teams'
most technical needs. The case of the Spanish
Challenge was particularly significant. Despite
being a Spanish yacht, technical aspects were
foreign even though the yacht was constructed
at a Valencian shipbuilder's.
Finally, as an important aspect to take into
account tor the future, it is worth mentioning
that the Spanish Challenge signed cooperation
agreements with Spanish research institutes
such as the Universidad Politécnica de Valen-
cia and Innovaniar with the aim of developing
R-i-D-t-I projects as a basis for future editions.
Environmental Aspects
Environmental issues related to the city re-
ceived the most criticism from the teams par-
ticipating. The most negatively valued aspecLs
were noise, city cleanliness, smells and water
quality.
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Gore spomenuti problemi okoliâa mogu
se djelomiáno rijesiti ispravnim upravlja-
njem sluzbe za odrzavanje (smeée, opskrba
vodom) Gradske vijeénice.
Odnos stanovnika prema dogaflanju
Svi su se limovi slozili da ne posloji tra-
dicija jcdrenja u Valenciji. Zapravo, dok
grad nijc postao domacinom, vecina Ijudi
nijc ni znala sto je zapravo Americki Icup;
stoga, Ijudi nisu bili zainteresirani za novi
sport i vecina gaje dozivljavala kao privatni
i elitni. Odgovori timova u torn smislu su
znaôajni. Gotovo 50% anketiranih smatra da
je odnos stanovnika Valencije prema doga-
danju los ili grozan,
Nadalje. neki tiniovi, usprkos Cinjeniei
da Valenciju smalraju ugodnim gradom, iz
nekollko razloga smalraju moguénost da sc
integriraju u svakodnevni zivol leskom. Prvi
razlog je jezik. Timovi koji nastupaju na
Americkom kupu uglavnom su slozeni od
stranaca iz ra/.liôitih dr/.ava. Kao tiniovi su
forniirani prije dolaska u Valenciju, a krite-
rij koji se korislio za izabiranje ¿lana tima
bio je baziran na kandidatovoj sposobnosti,
a ne na nacionalnosti. Zbog toga postoji
poteskoca u povezivanju s domaéim stanov-
nistvom.
Na drugom nijestu je nekoliko oCitih
kulturnih razlika poscbno povezanih s ose-
bujnim zivotnim stilom u Spanjolskoj. Ko-
naCno, subjektivnija percepcija, ali koja bi
takoder mogla imati implikacijc u integraciji
sudionika u zivot grada, je manjak interesa
za Americki kup medu gradanima Valencije,
bez ikakvog uCinka na svc ono sto okruzuje
dogadanje, a sto se opet povratno odrazava
na sudionike.
Kombinacija svih tih faktora nije opti-
mistiCna kada se govori o stupnju participa-
cije. Tesko je povjerovati da ¿e grad, bez
prikazivanja veceg ili manjeg povoljnog
stava prema Americkom kupu, odiuôiti ak-
tivno sudjelovati posjecujuéi luku i sudjelo-
The environmental problems mentioned
above can be partly solved by correctly man-
aging Town Hall maintenance services (rub-
bish, wiiter supply).
Residents' Attitude towards the Event
All teams agree that there is no mailing tra-
dition in Valencia. In fact, until the city was
designated host, not many people know wbat
the America's Cup was; as a result, people
were not interested in a new sport that, more-
over, is perceived by many as private and elit-
ist. Teams' answers to this respect are signifi-
cant. Almost 50% of those surveyed consid-
ered Valencia residents' attitude towards the
event as "bad" or "terrible".
Moving on, some teams, despite consider-
ing Valencia a pleasant city, are finding it diffi-
cult to become integrated in the daily city life
for several reasons. In the first place, the lan-
guage. America's Cup teams are mainly made
up of foreigners from various countries, as
teams on the one hand had already been
fonncd before aiTiving in Valencia and, on the
other hand because the criteria used for select-
ing team members was not based on national-
ity, but on candidates' competence. This makes
it difficult to relate to the local people.
In the second place, there are several obvi-
ous cultural differences, particularly related to
the peculiar style of life in Spain. Finally, a
more subjective perception but which could
also have implications in tlie integration of
PEU ticipants in city life is ihe lack of interest the
America's Cup has sparked among Valencian
people, which results in everything surrounding
the event having a null effect, which in turn al-
fects participanLs.
The combination of all these factors do not
make one optimistic in (erms of the level of
participation, as it is difficult to believe that the
city, without displaying a more or less favour-
able attitude tow;uds the America's Cup, will
decide to participate actively by visiting port
facilities and taking part in the activities that
are organised there or by going to watch the
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vati u organiziranim aktivnostima koje se
odvijaju ili samo gledajuci neke od utrka.
Neki timovi kaz,u da Ijudi idu na plazu te ta-
koder gledaju Ameriâki kup, ali to je samo
dopunska, a ne glavna aktivnost, Ljudi ne
idu samo gledati utrke.
Ipak, timovi su dali objaSnjenja ovim vi-
soko negativnim dojmovima. Na prvom
mjestu, istiíu, kako je vrijeme prolazilo,
grad i njegovi stanovnici su postali vise up-
leteni i viSe su sudjelovali. Iako su rezultati
daleko od zadovoljavajucih s njihovog gle-
diSta, timovi priznaju da su se stvari pobolj-
sale, posebno tijekom regate 2007. godine u
kojoj su ljudi mogli uzivati u novim sadrza-
jima u luci.
Na drugom mjestu, timovi za manjak
ukljuCenosti krive nedostatak informacija.
Dobro je poznata Cinjenica da je Valencija
imala slabu tradiciju u jedrenju. Medutim,
manjak tradicije mogao je biti zamijenjen
opskrbom informacijama. Ipak, politika
javne komunikacije Americkog kupa, po mi-
Sljenju brojnih timova, nije bila prikiadna.
Oni vjeruju da su bili nesposobni upravljati
dogovorima sa ípanjolskom teievizijom
(TVE) za emitiranje dogadaja. Naime, ti-
movi su iznenadeni da je Americki kup vi-
jest na CNN-u, dok se nista nije moglo vid-
jeti u spanjolskim nacionalnim medijima.
Sportska konkurentnost
Americki kup je iznad svega sportsko
natjecanje. Iz tog razloga prva stvar koja se
mora napraviti je odgovoriti na potrebe na-
tjecanja. U tom smislu, kao §to timovi po-
tvrduju, Valencija je dobro rangirana kako
po prirodnim znaCajkama tako i prema ta-
dovima poduzetim u posljednjih nekoliko
godina.
Kada se govori o prirodnim uvjetima,
naCeino se misli o vremenskim prilikama.
Kako je istaknuto. Valencija je izabrana
zbog vjetrova koji tamo pusu u gotovo ide-
alnom vremenskom okviru i zato Sto je de-
vet od deset daña povoljno za jedrenje. Te
races. Some teams say that people go to the
beach and also watch the America's Cup, but
the latter is only a complement, not the main
activity. People do not go just to see the races.
However, teams do make some clarifica-
tions with regard to these highly negative im-
pressions. In the first place, they point out that
as time has passed, the city and its inhabitants
have become more involved and participation
is increasing. While results are far from satis-
factory from their point of view, teams do ac-
knowledge that things have improved, particu-
larly during the regattas in 2007, during which
people have been able to enjoy the port's new
facilities.
In the second place, teams blame a short-
age of information for the lack of involvement.
It was a well-known fact that Valencia had lit-
tle mailing tradition. However, this lack of tra-
dition could be substituted by supply infor-
mation. However, the America's Cup man-
agement's public communication policy has
not been appropriate in the opinion of many
teams, which believe they have been uncapable
of managing their agreements with Spanish
Television (TVE) for broadcasting the event.
In fact, teams find it surprising that the Amer-
ica's Cup is news for CNN, whereas nothing
was heard in the Spanish national media.
Sporting Competitiveness
The America's Cup is above all else a
spoils competition. For this reason, the first
thing that must done is to respond to the needs
of the competition as such. In this sense, as
teams acknowledge, Valencia is well placed,
both due to its natural features as well as the
work undertaken over the past few years.
Natural conditions can be understood basi-
cally in terms of weather. As pointed out, Va-
lencia was chosen for its winds with almost
perfect timing and because nine out of every 10
days are favourable for mailing. These factors,
which determined Valencia's designation as
host city, have once again been underlined by
the teams, which value the race course highly.
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faktore, odluCne u izboru Valencije kao
grada domacina, timovi, koji su visoko oci-
jenili tok utrke jos su jednom to posebno
naglasili.
Prema tome, timovi su pozitivno ocije-
nili sadr?.aje u luci, sto je vazno jer su oni ti
koji provode tamo svoje vrijeme i oni su ti
koji najbolje poznaju stvarnu situaciju.
Upitani 0 tom aspektu timovi predlazu raz-
liCita koristenja, iako je Cinjenica da se dvije
ideje posebno istiCu. Mnogi timovi predla-
gali su stvaranje manje ili vise luksuznih tr-
govaCkih i rekreativnih centara. Kao primjer
navode "Maremagnum" u Barceloni.
Usprkos Cinjeniei da se jos ne zna bu-
duéa namjcna luke, timovi vjeruju da óe
Americki kup imati "jako povoljan" utjecaj
na broj turista koji 6c posjecivati grad. To
znaCi da Valencija mora uloziti puno truda
da bi ostavila dobar dojam na njih i na os-
tatak svijeta i kako bi stvorila medunarodno
prepoznatljivu marku kvalitete koja ée moéi
privlaôiti turiste u buducnosti. Timovi kate-
goriôno istiôu da ce Americki kup imati po-
zitivan utjecaj na ovo podruöje.
Rezultati studije otkrili su vaznost pro-
moviranja jedriliéarske kulture. Naime, u
2005. godini regionalne vlasti za sport u
Valenciji odluCile su osnovati "Escuela de la
Mar" (ákole za more) u tri provincije te re-
gije, i to po tri u svakoj regiji. StoviSe, ku-
pili su i 25-metarski jedrenjak s matiônom
lukom u Valenciji.
Jedna od tih "Escuelas de la Mar" (EMs)
ima i internat te potpisane ugovore s mre-
zom hostela koji omoguéuju smjeStaj jedri-
liCarima. U buduónosti se planiraju otvoriti
dvorane za smjestaj u jos dvije EMs. Osobe
koje tamo odsjedaju tijekom tjedna ugiav-
nom su miadi Ijudi izmedu 9 i 17 godina, a
preko vikenda izmedu 7 i 20 godina.
EMs se uglavnom financira iz budzeta
regionalnih vlasti Valencije, koje i nadalje
planiraju takvu vrstu potpore. Sredstva se
koriste za izgradnju infrastrukture za obra-
zovanje i za pomorsku opremu, a to skoli
daje status centra obrazovanja.
Therefore, the teams surveyed value the
port's facilities positively, which is important,
as they are the ones who spend their time there
and, hence, those who know the real situation
the best.
When asked about this aspect, teams pro-
pose various uses, although it is true that two
ideas stand out above the rest. Many teams ad-
vised the creation of a more or less luxurious
shopping and leisure area and use and offer
"Maremagnum" in Barcelona as an example.
Despite the future purpose of the port re-
maining undecided, the teams believe the
America's Cup will have a "very favourable"
impact on the number of tourists visiting the
city, which means Valencia must make an ef-
fort to make a good impression to them and the
rest of the world in order to create an interna-
tional brand of quality which is capable of at-
tracting tourists to Valencia in the future. The
teams are categorical when they say that the
America's Cup will also have a positive impact
in this area.
As the resulLs of the study revealed how
important it was to promote sailing culture, in
2005 the Valencia Regional Government Se-
cretariat for Sport decided to create "Escuelas
de la Mar" (Sea Schools) in the three provinces
that make up the region building three in each.
In addition, a 25-metre schooner was bought
and is based in Valencia.
One of the "Escuelas de la Mar" (hereafter
EMs) has a boai'ding school and agieements
bave been signed with the network of bostels to
provide sailors with accommodation. Halls of
residence are planned to be opened in two
more EMs in the liiture. The people who stay
there during tbe week are mainly young people
aged between 9 and 17 years and at weekends
between 7 and 20 years.
The EMs are financed mainly by the Va-
lencia Regional Government budget, which
plans to continue this support. The resources
are used to build educational infrastructure and
marine equipment, which give the schools the
status of centres of education.
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EMs su uskladili aktivnosti sa savezom
jedriliCarskih skola i s yacht klubovima,
pozivajuci ih na sudjelovanje u programima
koji oni nude. Osnovani su kao rasadnik za
lokalno stanovnistvo. Rade zajedno s pri-
vatnim kompanijama s ciljem zaposijavanja
specijaliziranih promatraáa i s potporom
Saveza.
Korporativni imidz Ameriâkog kupa
Iako Americki kup nije pratilo mnogo
Ijudi u Valenciji, timovi koji su sudjelovali
u ovom natjecanju pozitivno su ocijenili
grad. Smatraju ga ugodnim gradom za zivot,
a takoder su razmatrali mogucnost duzeg
boravka.
Dogadaj je imao malen odjek na nacio-
nalnim televizijskim kanalima, dok je za
CNN to bilo zanimijivo. Za ovaj problem
okrivljen je ACB, jer nije dobro iskoristio
ugovor sa §panjolskom javnom televizijom.
UnatoC tome, i zbog prisustva medunarod-
nih televizijskih kuóa, ovaj dogadaj je vi-
soko postavio Valenciju na medunarodnu
scenu. Vecina anketiranih smatra da óe to
pozitivno utjecati na imidz Valencije.
Sponzorstva
Najvaznija sportska natjecanja veé dugo
nisu samo puko natjecanje. Ona su mnogo
vise od toga. To su medijski spektakli koji
obiíno imaju jak utjecaj §irom svijeta, Ovu
Cinjenicu sve Cesce koriste poduzeca kako
bi promovirala svoj imidz i predstavila
svoju marku proizvoda, s obzirom da im se
pruza izvanredna prilika da dopru do mili-
juna ljudi, tj. do milijuna poteneijalnih ku-
paca.
Poduzeca stjeCu jedinstveni prostor za
predstavljanje svojih proizvoda, a dogadanjt
privIaCi velika financijska sredstva. No, nji
hova sinergija izdiz.e se iznad toga jer omo-
gucuje stvaranje obostrane koristi kako m
sponzorsku kompaniju tako i za samo doga-
The EMs have coordinated their activities
with the mailing school federation and with
yacht clubs, inviting them to participate in the
training programmes they provide. They were
created as a breeding ground for the local
population, working alongside private compa-
nies through tenders for hiring specialised
monitors and with the support of the Federa-
tion.
Corporate Image of the America's Cup
Despite the America's Cup not being fol-
lowed by a large audience in Valencia, the
teams that took part in this edition of the com-
petition valued the city positively, considering
it a pleasant city to live and also considering
the possibility of staying.
The event had little echo in national televi-
sion channels, while CNN considered it of in-
terest.
The ACB has been blamed for this prob-
lem, as it has not managed its contract with
Spanish public television well. Despite this,
and due to tlie presence of international televi-
sion channels, the event has put Valencia on
the map internationally. The majority of those
surveyed consider this impact to be highly fa-
vourable for the image of Valencia.
Sponsorship
Tlie most important sports events have long
been more than just one sole competition. They
are much more than that. They arc media
shows which normally have a huge impact
worldwide. Ttiis fact has been increasingly
used by companies to promote their image and
introduce their brand, as they are provided a
magnificent opportunity to reach millions of
inhabitants, that is millions of potential cus-
tomers.
Companies acquire a unique space to intro-
duce their products and the event obtains a
large amount of funding. But they synergies go
beyond this, as they make it possible for the
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danje, zahvaljujuéi njihovom pojedinainoni
i zajedniékom imidzu: za stvaranje irzisnog
lidera te dinamiCke i inovativne kompanije.
Americki kup nije nikakva iznimka, veé
upravo suprotno. To je model za promatra-
nje, s obzirom da utrke koje moraju odabrali
izazivaCa za Articricki kup dobivaju ime Lo-
uisa Vuittona koje je izvrstan primjer za
ukljuCivanje marke koja postaje vezana uz
dogadanje.
Medutim, to nije sve. Timove koji sud-
jeluju sponzoriraju privatna poduzeéa kao
sto su Iberdrola, BMW Oracle ili Luna
Rossa... To znaCi da svaki Irup jahte ima
boje i loga svojih sponzora i stoga oni imaju
koristi od njihova pubiiciteta. Nadalje, pot-
rebno je razmotriti pitanja vezana uz npr,
odjeóu i trgovaCku robu.
Na razini korporacije glavni sponzori 32.
Americkog kupa su Louis Vuitlon, Alcatel,
Banco Santanderi Endesa. Drugi niz spon-
zora su: Nespresso, Adecco, Ford, Corte In-
gles, Estrella Damm, Grupo Leche Pascual i
Coca-Cola.
ZnaCajan je i ekonomski uíinak ovih
aktivnosti za grad. Na prvom mjestu, ove
aktivnosti generiraju velike svote novca,
iako je tesko izraôunati stvarne iznose, jer se
to filtrira na vrlo razliCite domeñe kao npr.,
na troskove timova. Osim toga, u obzir se
moraju uzeti sve obveze sponzora. Za vri-
jeme dogadanja oni se pozivaju na utrke, sto
podrazumijeva troskove smjestaja, prije-
voza, rekreacije...
Mora se istaknuti da je ukijuíenost
kompanija iz Valeneije u tom smislu ogra-
niCena. Tek ih je nekoliko potvrdilo da je
promoviralo dogadanje. Ipak. mora se imati
na umu da su poduzeca u Valenciji uglav-
nom mala i srednja te da strategiju promo-
cije putem sponzora koriste uglavnom ve-
lika poduzeca. Kod ovog pitanja hoteli su
dali uglavnom pozitivne odgovore §to uka-
zuje na Cinjenicu da bi oni bili spremniji
sponzorirati dogadanje na ovaj ili onaj na-
tm.
sponsoring company and the event to benefit
mutually from each other's image: for being a
market leader and a dynamic and innovative
company.
The America's Cup is no exception, but
rather quite the opposite. It is a case to be
modelled, as the races that must decide the
challenger for the America's Cup receives the
name of Louis Vuitton. which is a clear exam-
ple of a brand name becoming involved in and
committed to the event.
However, this is not all. The teams partici-
pating are sponsored by private companies
such as Iberdrola, BMW Oracle, or Luna
Rossa... This means that all the hulls of the
yachts have the colours and logos of their
sponsors and, therefore, benefit Irotn their
publicity. Furthermore, issues such as clothing
and merchandising also have to be considered.
At corporate level, the main sponsors of the
32nd America's Cup are Louis Vuitton, Al-
catel, Banco Santander and Endesa. The sec-
ond line of sponsors in this edition were:
Nespresso, Adecco, Ford, Corte Inglés,
Estrella Damm, Grupo Leche Pascual and
Coca-Cola.
The economic impact these activities have
on the city is also significant. In the first place,
they contribute large amounts of money, albeit
difficult to calculate exactly how much because
it is filtered to a wide variety of domains where
it is accounted for as, for example, team ex-
penditure. Moreover, all the commitments that
sponsors have must be taken into account.
During the event they will be invited to watch
races, implying expenditure on accommoda-
tion, transport, recreation...
It must be pointed out that the involvement
of Valencian companies in this sense has been
rather limited. In fact, very few acknowledge
having carried out activities to promote the
event. However, it must also be remembered
that Valencian companies are, generally
speaking, small and medium-sized and that the
strategy of promotion through sponsorship is
more typical of large enterprises. It is true that
hotels provided more affirmative answers to
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Odredivanje indeksa zadovoljstva
Tablica 3 predstavija rezultate indeksa
zadovoljstva obrazlozenog u modelu za
skup ekonomskih podsektora. Kada se ocje-
njuju razliCiti aspekti Americkog kupa, sek-
tori koji su u tablici osjenôani zabiljezili su
pozltivne rezultate zadovoljstva. Rezultati
otkrivaju da ve¿ina sektora vjeruje daje do-
gadanje bilo od velike koristi za njihova po-
duzeéa i jednoglasno se slazu da je dogada-
nje postavilo grad Valcnciju i njezin iniidz
na medunarodnu scenu.
this question, which suggests they would be
more inclined to sponsor an event in one way
or another.
Obtaining Satisfaction Indexes
Table 3 presents the results ol' the satisfac-
tion index elaborated in the model for the set of
economic subsectors under consideration. The
sectors that have been shaded in the table re-
corded positive satisfaction scores when evalu-
ating different aspects of Lhe America's Cup.
The results reveal that most sectors believe the
event has benefited the growth of their compa-
nies and even more unanimously that the event
has put the city of Valencia and its image on
the international map.
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Rezultati odgovora koje su kompanije
dale dalje pojasnjavaju ovo glediste jer
kompanije vjeruju da ce se imidz grada Va-
lencije znaCajno unaprijediti zahvaljujuéi
Americkom kupu, kao ato se moze vidjeti iz
Tablice 3 gdje su predoCeni prosjeCni odgo-
vori intervjua provedenih u poduzecima po
poslovnim odjelima. Takoder se sliCno jed-
noglasno slazu da je Americki kup donio
znaCajnu promjenu u urbanoj strukturi
grada.
Treba takoder uzeti u obzir minimalni
iznos sponzorstva poduzeca Í volontere te
Cinjenicu da poduzeca ni ne planiraju
promjenu ove situacije u buducnosti. Uspr-
kos toga kompanije vjeruju da su promovi-
raie dogadanje medu svojim kupcima i do-
bavljaáima.
Opéenito, model pokazuje da su dionici
generaino zadovoljni s rezultatima natjeca-
nja.
Svi dioniCari istiCu Êinjenicu da se od
natjecanja uCvrstio imidz Valencije. Stoga,
stanovnici smatraju da ce domaéinstvo
Americkog kupa poboljsati nacionalnu i me-
dunarodnu prepoznatljivost Valencije (vidi
Tab]icu4).
The results from the model tor the answers
given by companies further clarify this point as
they unanimously believe that Valencia's im-
age will be significantly enhanced and fa-
voured by the America's Cup, as can be ob-
served in Table 3, where the average answers
from the interviews conducted with companies
by business sector are presented. Similarly,
they also unanimously agree that the America's
Cup has implied a significant change in the ur-
ban structure of the city.
The minimal amount of company sponsor-
ship and volunteers and the fact that companies
are not even planning to change this situation
in the future is also worthy of consideration.
Notwithstanding, they do believe they have
promoted the event among their customers and
suppliers.
In general the model shows that stake-
holders are generally satisfied with the results
of the competitions.
Valencia's image is being consolidated by
the competitions and all stakeholders highlight
this fact. As a result, residents consider that
hosting the America's Cup will improve Va-

































































1 oznaCava neslaganje. 5 slaganje.
AGR =: poljoprivreda, IND = industrija, SER = usluge. HOT = hoteli, RES = restorani. LEI = odmor
Table 4. Image of Valencia by sector
The America's Cup:
will boosl the number of visitors
will Improve access to the city
will help to reeover the city and
local products
will enhance infrastructure
will improve services in general
will enhant:e Valencia's image



















































I denotes disagreement, 5 agreement.
AGR = agriculture; IND = industry; SER = services; HOT = hotels; RES = restaurants; LE! = leisure
Kao sto se moze vidjeti, povecala se
svijest i optimizam poduzeca u turistiCkom
sektoru. To se moglo i oöekivati s obzirom
da su ta poduzeca direktnije povezana s po-
siovima vezanim uz dogadanje. Poduzeéa
vjeruju da je turizam procvjetao, a porast u
prodaji procijenjen je na oko 15%.
Sektor turizma smatra da su turistiCke
kompanije spremne nadmasiti i taj rekord i
da su u boijoj poziciji da to naprave slije-
deéi prcd-regate.
Zbog pozitivnog nacionalnog i meduna-
rodnog imidia, povecava se moguónost da
ce se broj posjetitelja za vrijeme dogadanja
u buducnosti povecati, sto se moze zaklju-
Citi iz Tablice 5. gdje iak 87% stanovnistva
vjeruje da ce Americki kup poveéati broj po-
sjetitelja grada.
As can be observed, the awareness and op-
timism of companies in the tourism sector ha.s
increased. This was to be expected, as they are
more directly involved in the workings of the
event. They believe that tourism has boomed,
with a considerable increase in sales estimated
at around 15%.
The tourism sector has the impression that
tourist companies are poised to beat this record
and that they are in a better position to do so
foilowing the pre-regattas.
Having a positive national and international
image boosts the possibility of an Increase in
visitors to the city during the event and in the
future, as can be appreciated in Table 5. where
87% of residents said they believed tlie Amer-
ica's Cup would raise the number of visitors to
the city.
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Impact on cily imajie
VcFv bad Bad Acceptable Good Very good
Source: own elaboration
Medutim, lokaino stanovnistvo smatra
ncke od aspckata Americkog kupa nezado-
voljavajucim. ukijuéujuci i njihovo angazi-
ranje oko dogadanja. To je rezultat nedos-
tatka pokrivenosti pred-regata u medijima.
Lokaino stanovnistvo vjeruje da je Ame-
ricki kup znaCajno promijenio imidz Valen-
cije (Tablica 5).
ato se tiCe turista, nakon pFocjene
struktuFe posjetitelja otkako je dogadanje
poÓelo, svi intervjuirani dioniCari (yacht
klubovi, viada, poduzeéa itd.) smatraju daje
Americki kup pomogao u uivrscivanju tuFi-
zma u gFadu Valenciji.
To je potkFijepljeno iinjenicom koja se
odnosi na nocenja u hotelima u gradu od
trenutka od kada jc Valencija izabFana kao
gFad domacin. Odista. od tada se biljezi uz-
lazni trend i to sc moze vidjeti na slici 2. Tu
se vidi raziika u podacima prije, za vrijeme i
na kraju dogadanja.
However, local residents consider some as-
pects of the America's Cup unsatisfactory, in-
cluding their commitment to the event. This is
due to a lack of media coverage of the pre-re-
gattas.
The local population believes that the
America's Cup has changed Valencia's image
significantly (Table 5).
As regards tourists, after valuing the visitor
pattern since the event began, all the stake-
holders intervievi'ed (yacht clubs, government,
companies, etc.) considered that the America's
Cup has helped to consolidate tourism in the
city of Valencia.
This impression is ratified by the data refer-
ring to overnight stays in hotels in the city from
the moment Valencia was chosen as host city.
Indeed, the upward trend observed in this vari-
able since then is valued and this can be appre-
ciated in Figure 2. wliere trends can be
successively distinguished in the data before,
during and at the end of the initial stages of the
event.
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Moze se uoôiti vidna razlika od vremena
kada je odrzana druga prcd-rcgata do zavr-
setka trece regate. Ovaj trend je jos izraze-
niji kada se u ofazir uzme broj inozemnih
posjetitelja koji su prenocili u Valenciji jer
lo istiCe uÈvrscivanjc turizma u Valenciji na
medunarodnoj razini.
U tom smisiu, podaci o broju posjetitelja
i ostvarcnim noéenjima u holelima u Valen-
ciji dobiveni od Drzavnog zavoda za statis-
tiku (Instituto Nacional de Estadistica,
2007), oikrivaju da su se u razdoblju od kad
je 2005. odrzan 32. Americki kup noéenja
povecala za 3% (u lipnju 2006.) te 24,4% (u
lipnju 2007.). Uz to. ovo povecanje rezultat
je znaCajnog povecanja nocenja stranaca za
9% odnosno za 47,5%. Tako se jaz izmedu
broja noéenja Spanjolaca i noéenja stranaca
smanjio za 17 postolnih poena, pri ¿emu su
strani posjetiteiji imali udio od 44,5% u
2007. godini.
Sto se tiôe yaeht klubova, zahvaljujuci
Americkom kupu uoiene su pojaCanc aktiv-
nosti, a zbog povecanja potraznje za tccajc-
vima jedrcnja otvorena su nova radna
mjesta. Medutim, profesionalci koji bi tre-
bali pomoéi tim klubovima nisu imali do-
voljno treninga u jedrenju. Uo¿ava se vaz-
nost osnivanja zaklade za pouiavanje u jed-
renju u Valeneiji i to moze postati baza za
buducnost natjecanja.
Timovi koji se natjeôu u Americkom
kupu smatraju da su teCajevi regata jako do-
bri i sretni su s naíinom na koji ih je grad
doCekao. Vjeruju da se Valencija dobro nosi
s izazovom, iako su suoCavani s nekim pro-
bleminia komunikacije zbog niske razine
komunikacije na engleskom jeziku lokalnog
stanovnistva. Smatraju da u gradu viada
prijateijska atmosfera i da je Valencija
spremna za sportske izazove.
A surge is elearly distinguishable from the
time the second pre-regatia was held to the end
of the third. This trend is more pronounced
when bearing in mind Ihe number of foreigners
who stayed overnight in Valencia, which high-
lights the consolidation of tourism in Valencia
on an international scale.
In this sense, data regarding visitors and
overnight stays in hotels in Valencia provided
by the National Statistics Institute (Instituto
Nacional de Estadística, 2007) reveal thai dur-
ing the periods in which acts of the 32nd
America's Cup were held since 2005, over-
night stays increased by 3 % (in June 2006)
and 24.4 % (in June 2007). In addition, this in-
crease is the result of a considerable rise in the
number of foreigners staying overnight, up by
9 % and 47.5 % respectively. As a resull, the
gap between the number of Spanish people and
the number of foreigners staying overnight has
decreased by 17 points, with foreign visitors
accounting for 44.5 % of the total in 2007.
As regards yacht clubs, as a result of the
America's Cup intense activity has l>een ob-
served and jobs have t>een created due to an
increase in demand for sailing courses. How-
ever, the professionals who should help these
clubs are seen to have done little training in
sailing. The importance of creating a sailing
leaching foundation in Valencia can be appre-
ciated and this could also be the base for a fu-
ture in the competition.
The teams competing in the America's Cup
consider the regalia course lo be very good and
are happy with the way ihc city has welcomed
them. They believe Valencia is handling the
challenge well, although they have encountered
some problems to communicate due to the low
level of English spoken by the iocal popula-
tion. They deem the atmosphere in the city to
be very friendly and that Valencia is prepared
for sporting challenges.
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ZAKLJUèAK
Ovaj 32. Americki kup stvorio je puno
moguónosti i donio je prihode ovom postin-
dustrijskom gradu koji se bori za meduna-
rodnu prepoznatljivost.
Valencija je postala traïena luristiCka
destinacija le je usía u medunarodne tokove
u kojimu nije bila prije Americkog kupa.
Dionici su postali optimistiáni i izniknuo je
novi urbani okoHS sa skupljim restoranima,
luksuznim kucama, bolclima i buticima.
Najveói izazov s kojim se Valencija sada
suoCava je kako staviti Valenciju na medu-
narodnu scenu u buducnosll koristeéi u
promociji dosegnuti imidz kao osnovu. Ide-
alno predstavljanje Valencije poCinje se li-
jepili u svijesli ljudi, dok je stvarni wxñáí
grada ono sto daje smisao i sadriaj gradu.
Jako je vazna i pereepcija dionika i to je
i razlog za provodcnje ovog projekta.
Glavni izazov óe biti kako odrzati imidz i
poslije dogadanja, s obzirom da dogadanje
stavija grad u centar zbivanja samo nepos-
redno prije i za vrijeme odvijanja dogada-
nja. Nakon slo se dogadanje zavrsi, ubrzo
postaje daleko sjecanje. Postoji opsezna
strategija kojoj je cilj postaviti i odrzati po-
ziciju grada koja je jedno kratko vrijeme
bila vazna i koju bi se hljelo odrzati. Kako
se suoCiti sa situacijom poslije dogadanja?
Ovo je glavno pitanje i razlog okupljanja
dionika. Njihova misljenja, odusevljenja i
razoôaranja trebala bi voditi ovaj poduhvat
u buducnosti.
Ovaj projekt je ograniCen s nedostalkom
informacija od sirane turista. To je jedan as-
pekt koji óe se ukijuíiti u konaCnom natje-
canju.
CONCLUSIONS
The 32"̂  America's Cup has meant a series
of opportunities and income for a post indus-
trial city that is striving for intemationai recog-
nition.
Valencia has become a tourist destination
demanded by visitors from different countries
and is now on international circuits vM^ve it
was not present before the America's Cup.
Stakeholders are apparently optimistic and a
ncvj urban landscape has emerged with more
expensive restaurants, luxury houses, hotels
and boutiques.
The greatest challenge for a city like Va-
lencia is how to combine its plans to "put Va-
lencia on the map" (in international terms) in
the future by using the image -currently being
promoted as a basis. The ideal lepresentation
of Valencia is beginning to gel in people's
minds, vi'hile the real image of the city is what
gives meaning and content to the city,
Stakeholder perception is highly important
and is the reason this project was undertaken.
The main challenge will he how to maintain the
post event tourisi image, as the event itself only
puts the city on the map before and while the
event takes place. After it finishes, this standing
vanishes and quickly becomes a distant mem-
ory. There is a comprehensive underlying strat-
egy aimed at situating and maintaining the po-
sition of a city that was for a hricf period
important and would like lo remain so. How
can the post event situation lie confronted?
This is the key issue behind gathering stake-
holders. Their opinions, satisfactions and dis-
appointments should govern this future
adventure.
This project was limited by a lack of in-
formation from tourists, an aspect that will be
addressed in for the fmai competition.
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